In the context of electronic commerce B2C, two different service encounters can take place: 1) service encounters without incidents during which customers get the service for themselves and without the presence of employees and 2) service encounters with incidents with interpersonal and non-interpersonal interactions. The model proposed is based on the service qualitysatisfaction-loyalty intention chain and it is evaluated through a sample of 718 online shoppers. The results obtained reflect that 1) the type of the service encounter has a moderating effect in these relationships. In this sense, the effects are stronger when incidents take place and are satisfactorily resolved; 2) regardless of the type of service encounter, reliability is the most important dimension in the assessing of a Website's service quality, followed by the recovery of the electronic service when the service encounter takes place with incidents; 3) furthermore, consumers who have had no incident during the service encounter perceive a greater service quality, show higher levels of satisfaction and loyalty intentions toward the Website than those who have had a problem during the service provision.
INTRODUCTION
Internet has revolutionized commerce and business (e.g., Hoffman and Novak, 1996) and one of the most significant indicators of this transformation has been the adoption of the online retail channel. Specifically, in the European Union, the proportion of individuals aged 16 to 74 having ordered goods or services for private use over the internet ("e-buyers") has continuously risen, from 30% in 2007 to 53% in 2015 (Eurostat, 2016) . This volume of business generated by the B2C e-commerce accounts for 17% of the total turnover of companies with 10 or more persons employed. In addition, 73% of households and 92% of companies in the EU-28 are connected to the Web (Eurostat 2016) . The face to face interpersonal interactions between sellers and customers has been replaced with technology-based Web interfaces. The management of these service encounters should be a priority for any organization with a presence on the Internet. This paper develops and tests a model that reflects the importance of service encounter in the service quality perceived by customers, their satisfaction and loyalty intentions.
Many researchers point out that to deliver a superior service quality is one of the key determinants of online retailers' success (Zeithaml, Parasuraman, and Malhotra, 2002) and it is a major driving force on the route to long-term success (Fassnacht and Koese, 2006) . To set out which aspects must be evaluated in the service quality, many researchers have used the service encounter approach (Bitner, 1990; Bitner et al., 1990; etc.) . Shostack (1985: p.243 ) defines the term service encounter as "a period of time during which a consumer directly interacts with a service". This definition encompasses all aspects of the service firm with which the consumer may interact, including its personnel, its physical facilities and other tangible elements, during a given period of time. This view of a service encounter is still valid in the online services context. In the evaluation of e-service quality, it is necessary to consider all the cues and encounters that occur before, during and after the transactions (Zeithaml et al., 2002) . Specifically, two different service encounters can take place in the context of Internet: (1) service encounters with non-interpersonal interactions, during which customers get the service for themselves, without the presence of employees (service encounter without incidents) and (2) service encounters with interpersonal and non-interpersonal interactions. Generally, the interactions with a member of the organization take place when a customer needs to solve any problem or doubt that may arise during the service delivery (service encounter with incidents). On the other hand, previous studies have tried to basically answer three questions: 1) which dimensions underlie the e-service quality construct? 2) Which dimensions are more important in the perception of the quality of the services offered through Internet? And 3) what is the influence of the service quality offered by a Website on the online customer's satisfaction and loyalty? The originality of our work is that it answers these questions from two perspectives: service encounters without incidents versus service encounters with incidents. Moreover, our research analyzes if the perceived service quality, the satisfaction with the online shopping and the loyalty intentions differ from one situation to the other.
To achieve the objectives proposed, the article is structured as follows. First, we review the most relevant research to help us identify the dimensions of e-service quality. We describe the sample and measures used in the study. Then, we show the results of the empirical research. Finally, we discuss the conclusions and implications for management, the limitations and future research lines.
THEORETICAL BACKGROUND
Since the pioneering work of Zeithaml et al. (2002) , the quality of online services has been explored in some depth. Parasuraman, Zeithaml, and Berry (1985) suggest that service quality is an abstract and elusive construct because of three features that are unique to services: the intangibility, heterogeneity and inseparability of production and consumption. The best-known approach for measuring service quality is the SERVQUAL model (Parasuraman, Zeithaml, and Berry, 1988) . The original five dimensions of SERVQUAL are tangibles, reliability, responsiveness, assurance and empathy. Some academic researchers have extended the SERVQUAL dimensions to the online context (Kaynama and Black, 2000; Sánchez-Franco and Villarejo-Ramos, 2004 ). However, traditional theories and concepts about service quality cannot be directly applied to the online context due to the important differences between the two settings. First, the service quality literature is dominated by people-delivered services, while in online services, human-to-human interactions are substituted by customer-to-Website interactions (Parasuraman, Zeithaml, and Malhotra, 2005) . Therefore, responsiveness and empathy dimensions can be evaluated only when the online customer contacts a member of the organization. Second, although reliability and security dimensions may be useful, tangibles are irrelevant as the customer only interacts with the Website. Third, new dimensions are relevant, such as Website design or information quality. Fourth, if the evaluation of the quality of a traditional service is going to depend especially on the personnel in charge of the service provision, the quality of the services which are offered through Internet are going to largely depend on the consumers themselves and their interaction with the Website (Fassnacht and Koese, 2006) . Fifth, compared to the traditional quality of service, the e-service quality is an evaluation which is more cognitive than emotional (Zeithaml, Parasuraman, and Malhotra, 2000) . In this way, these authors state that negative emotions such as annoyance and frustration are less strongly shown than in the quality of the traditional service, while positive feelings of affection or attachment which exist in traditional services do not appear in the Internet context.
Various conclusions can be inferred from reviewing the literature: (1) the e-service quality is a multidimensional construct (Zeithaml, Parasuraman, and Malhotra, 2000) whose measurement must gather the evaluation of the interaction with the Website, the evaluation carried out by the customer of the product or service received and, if any problem arises, how the Website of the online firm handles it (Collier and Bienstock, 2006) . (2) There are basically two approaches when tackling the conceptualization and measurement of e-service quality (Table 1 ). The epicenter of the first approach is the technical characteristics of the Website (technical quality). They centered uniquely on the interaction that takes place between the customer and the Website. The main proposal of these measurement instruments is to generate information for the site designers, more than measuring the quality of the service which customers perceive (Parasuraman et al., 2005) . This weakness is the main motive for the appearance of the second approach (service quality) which offers a more complete vision of the field of the e-service quality construct. The dimensions and the measurement instruments gather not only the technical aspects of the Website, but also how the customers perceive the quality of the product or service received and how their problems or doubts were solved during the service provision. (3) The researchers do not agree when identifying the dimensions of the quality of an electronic service. (4) Some authors propose scales in which problem solving does not appear (e.g., Liu, Du, and Tsai, 2009) or is evaluated for the whole sample (e.g., Wolfinbarger and Gilly, 2003) . However, this last aspect must only be evaluated by those people who had problems during the transaction (Parasuraman et al., 2005; Collier and Bienstock, 2006 ).
If we set out from the conceptualization proposed by Collier and Bienstock (2006, p. 263) , the domain of the service quality construct should gather the evaluation of the quality of the process of online interaction (technical aspects), the result of how the service or the product is delivered (result) and the way in which the service failures (if they occur) are managed (service recovery). The technical characteristics of the Website must consider: design, functionality and privacy. Secondly, the evaluation of the product or service delivery has been carried out with a single dimension generally called reliability. Thirdly, if we take as a reference the works of Parasuraman, Zeithaml and Malhotra (2005) and Collier and Bienstock (2006) , the evaluation of the quality of the eservice recovery responds to two aspects: the possibility of getting into touch with the firm (access or contact), and the effectiveness of problem solving (usually called response capacity). These dimensions are herewith defined and explained. Aladwani and Palvia (2002) Appearance; specific content; content quality; technical adequacy Duque-Oliva and Rodríquez-Romero (2012) Efficiency; performance; privacy; system; variety Liu and Arnett (2000) Information and service quality; system use; playfulness; system design quality Liu, Du and Tsai (2009) Adequacy of information; appearance; usability; privacy; security Loiacono, Watson, and Goodhue (2002) Ease of understanding; intuitive operation; information quality; interactivity; trust; response time; visual appeal; innovativeness; flow Ranganathan and Ganapathy (2002) Information content; design; security; privacy Sabiote, Frías, and Castañeda (2012) Ease of use; availability; efficacy; privacy; relevant information; (2011) Privacy and security policies; warranty; service quality Yoo and Donthu (2001) Ease of use; design; speed; security Focus: Electronic Service quality Article Dimensions Barrutia and Gilsanz (2012) Process quality: efficiency; system availability; design; Information and Outcome quality Bauer, Falk, and Hammerschmidt (2005) Functionality / design; enjoyment; process; reliability; responsiveness Collier and Bienstock (2006) Process dimension: functionality; information; accuracy; design; privacy; ease of use; Outcome dimension: order accuracy; order condition; timeliness; Recovery dimension: interactive fairness; procedural fairness; outcome fairness Fassnacht and Koese (2006) Quality of the environment: graphics quality, clear presentation, quality of delivery: attractive assortment, quality of information, ease of use, technical quality, outcome quality: reliability, functional benefit; emotional benefit; Ho and Lee (2007) Information quality; security; functionality; customer relationships; responsiveness Janda, Trocchia, and Gwinner (2002) Performance; access; security; sensation; information Kaynama and Black (2000) Content; accessibility, navigation, design and presentation; responsiveness; environment; customization Kumar-Roy and Balaji (2015) Information quality; convenience; functionality; interaction quality; image quality Parasuraman, Zeithaml, and Malhotra (2005) E-S-QUAL: efficiency; system availability; fulfillment; privacy; E-RecS-QUAL: responsiveness; compensation; contact Sheng and Liu (2010) Efficiency; fulfillment; system accessibility; privacy Sohail and Shaikh (2008) Efficiency and security; fulfillment; responsiveness Tsang, Lai, and Law (2010) Functionality; information quality and content; fulfillment and responsiveness; safety and security; appearance and presentation; customer relationship Vos, Marinagi, Trivellas, Skourlas and Giannakopoulos (2014) Ease of use; customization and assurance; e-scape; responsiveness Wolfinbarger and Gilly (2003) Design; fulfillment/reliability; privacy/security; customer service Wu, She, and Chang (2015) Reliability; responsiveness; information; security; ease of use; trust Yen and Lu (2008) Efficiency; privacy; protection; contact; fulfillment
DIMENSIONS OF SERVICE QUALITY IN THE SHOPPING ONLINE CONTEXT

Design
The design of a Website plays an important role in attracting, sustaining and retaining the interest of a customer in a site (Ranganathan and Ganapathy, 2002) . Numerous studies in the literature consider the Website design as a dimension of e-service quality (Aladwani and Palvia, 2002; Loiacono, Watson, and Goodhue, 2002; Yoo and Donthu, 2001; Liu, Du, and Tsai, 2009; etc.) . The literature review about the key factors of a Website design highlights three important issues: attractiveness, proper fonts and proper colors. Although it has sometimes been regarded as a purely aesthetic element, prior studies have demonstrated the influence of Website design on site revisit intention (Yoo and Donthu, 2001 ), customer satisfaction (Tsang et al., 2010) and loyalty intentions (Wolfinbarger and Gilly, 2003) .
Functionality
Functionality refers to the correct technical functioning of the Website. It is one of the most basic requirements for any kind of Website and its meaning is closely related to the dimensions of the system availability (Parasuraman et al., 2005) , or technical adequacy (Aladwani and Palvia, 2002) . The five items of functionality that we considered were: always up and available, has valid links, loads quickly, enables us to get on to it quickly and makes it easy and fast to get anywhere on the site. Its impact on online customers´ higher-order evaluations pertaining to Websites has also been observed. For example, Tsang et al. (2010) conducted an investigation in the travel online context in which the functionality was found to be the most important dimension in increasing customer satisfaction.
Privacy
Websites are usually collecting and storing large amounts of data concerning their users' activities, user evaluations of online questionnaires or personal data (Tan et al., 2012) . As a result, one of the aspects that most concern online consumers is the privacy of personal information (ONTSI, 2015) . In our study, privacy refers to the degree to which the customer believes that the site is safe from intrusion and personal information is protected (Parasuraman et al., 2005; p. 219) . The privacy of a Website should be reflected through symbols and messages to ensure the security of payment and the customer's personal information not being shared with other companies or Internet sites. As such, there appears to be a high degree of support for privacy as an important eservice quality dimension and it was found to be one of the most significant dimensions in increasing customer satisfaction (Janda et al., 2002) .
Reliability
The evaluation of service delivered quality has been carried out with the dimensions of: fulfillment/reliability (Wolfinbarger and Gilly, 2003) , reliability (Yang and Jun, 2002) , performance (Janda et al., 2002) , fulfillment (Parasuraman et al., 2005) , etc. Congruent with these articles, our study considers reliability as an important dimension of e-service quality. Moreover, in the context of online services, the information made available by the Websites is an important component of the service delivered. Therefore, reliability refers to the accuracy of the service delivered by the company, the billing process is correct and the information that appears on the Website is clear, current and complete.
The service delivered quality or reliability has been empirically shown to have a strong impact on customer satisfaction and quality, and the second strongest predictor of loyalty intentions and attitude towards the Website (Wolfinbarger and Gilly, 2003) .
Recovery
Different dimensions have been proposed in the literature to evaluate this aspect: responsiveness (Zeithaml, Parasuraman, and Malhotra, 2000) , customer attention (Wolfinbarger and Gilly, 2003) , communication (Cai and Jun, 2003) , access (Yang and Jun, 2002) , etc. In our study, service recovery refers to the customer's capacity to communicate with the organization and how any problem or doubt that may arise is solved. Thus, the Website should show its street, e-mail, phone or fax numbers, the customer service must be available 24 hours a day/7days a week and the response to the customer´s inquiries must be quick and satisfactory. Moreover, this latter measure should only be evaluated by individuals who needed help or the solving of a problem.
PROPOSED MODEL AND HYPOTHESIS DEVELOPMENT
Our model is based on the service quality-satisfaction-loyalty intention chain (Figure 1) . The choice of a model and the hypotheses proposed must be made using a theoretical basis and supported by empirical results (Hair et al., 1999) . Previous studies (e.g., Dabholkar, 2000; Cronin et al., 2000) give both theoretical and empirical reasons which justify the service quality  satisfaction  behavior intentions relationship. In the electronic context, recent research also confirms the mediator effect of satisfaction (Yen and Lu, 2008; Collier and Bienstock, 2006) . Other authors suggest that service quality has a direct effect on behavior intentions (e.g., Parasuraman et al., 1988; 1991; Zeithaml et al., 1996) . In the electronic services context, this effect is likewise confirmed (Parasuraman et al., 2005; Wolfinbarger and Gilly, 2003) . Therefore, we expect that: On the other hand, our study examines whether the type of service encounter has a moderating effect in the above hypothesized relationships. As described above, two different service encounters can take place in the context of Internet: (1) service encounters without incidents during which customers get the service for themselves and without the presence of employees and (2) service encounters with incidents with interpersonal and non-interpersonal interactions. These interpersonal interactions take place when a service failure occurs. Such failures can result in significant costs to the firm, such as lost customers and negative word of mouth (Bitner, Brown, and Meuter, 2000) . Customers expect effective recoveries when these failures occur (Bitner, Booms, and Tetreault, 1990) . Additionally, satisfaction with complaint handling can improve the evaluation of a service experience (Bitner, Booms, and Tetreault, 1990 ) and increase customer retention (Holloway and Beatty, 2003) . Therefore, we expect that:
Hypothesis 1a: in the service encounter with incidents, the electronic service quality will have a higher positive effect on the consumer's satisfaction than in the service encounter without incidents. Hypothesis 2a: in the service encounter with incidents, the electronic satisfaction will have a higher positive effect on loyalty intentions than in the service encounter without incidents. Hypothesis 3a: in the service encounter with incidents, the electronic service quality will
have a higher positive effect on loyalty intentions than in the service encounter without incidents. 
DATA COLLECTION
Data collection was obtained from a convenience sample of online shoppers. We surveyed purchasers who had already completed online transactions and who had sufficient online shopping experience. The respondents were asked to evaluate a particular Website of their choice, through which they had recently made a purchase. We followed a quota sampling approach, with the intention of reproducing the sociodemographic profile of the population of Spanish online shoppers. The respondents were able to access the Website where the online questionnaire was posted and they received a small incentive for participating. The field work took place from April to June 2012, and 915 questionnaires were received. 718 of them were valid questionnaires and this sample is divided in two groups: 451 participants said that the service delivery was done without any problem (service encounter without incidents) and 267 respondents said that they had a problem or doubt during the online service delivery (service encounter with incidents) (Table 2) . 6. RESULTS
Assessment of the Measurement Model
To evaluate the scales proposed, we have followed the traditional procedures used in marketing research (Gerbing and Anderson, 1988) . In Table 3 we present the results of dimensionality, convergent validity and reliability assessment. We also offer the standardized loadings, the composite reliability and the average variance extracted (AVE). As can be seen, all the items significantly load in their respective dimensions.
The AVE values obtained are all above the recommended value of 0.50. This indicates that each construct's items have convergent validity. What is more, each construct shows good internal consistency, with reliability coefficients which vary between 0.713 and 0.965.
With respect to the importance of the e-service quality dimensions, reliability is the most important dimension in the assessment of a Website's service quality, regardless of the type of service encounter. Moreover, in the service encounter with incidents, the second most important aspect of the service quality is how the organization solves the problems or doubts the customers had during the service provision. Discriminant validity, which verifies that each factor represents a separate dimension, was analyzed examining whether inter-factor correlations are less than the square root of the average variance extracted (AVE) (Fornell and Larcker, 1981) . Table 4 shows that the square roots of each AVE are greater than the off-diagonal elements. With this result, it should therefore be understood that there is discriminant validity in the eservice quality measurement scale. 
Notes:
The bold numbers on the diagonal are the square root of the AVE. Off-diagonal elements are correlations between constructs.
Assessment of the Structural Model
As can be seen in Table 5 , the classic servicesatisfactionloyalty intentions relationship is confirmed in the two contexts. If we look at the structural coefficient value between the service quality and satisfaction with the online shopping, we can see that this coefficient is significant and positive for both types of service encounters. Specifically, when there are problems during the service provision, this coefficient is 0.858 (p<0.001), compared to 0.724 (p<0.001) in the case of there not having been any incident. Likewise, the relationship between satisfaction and loyalty intentions is greater when the service encounter takes place with incidents (0.745 compared to 0.625; p<0.001). The direct effect of the service quality on loyalty intentions is 0.184 (p<0.001) and 0.132 (p<0.05) for the service encounter without and with incidents, respectively. Furthermore, the type of the service encounter has a moderating effect in the service quality-satisfaction-loyalty intentions chain. In these sense, these relationships are stronger for the service encounter with incidents. Therefore, we can accept hypotheses 1, 1a, 2, 2a, 3 and 3a proposed in the theoretical model.
The values of the variance explained for the constructs of satisfaction and loyalty intentions are rather good. To measure the model's fit some indices supplied by the AMOS statistical software were used. Values were recommended close to: 0.95 (CFI), 0.95 (TLI), 0.06 (RMSEA) and 0.08 (SRMR) (Hu and Bentler, 1999) . Regarding the RMSEA index, there is also a confidence interval (LO90 and HI90), following the recommendation of Byrne (2009) . In both contexts the model has a reasonably good fit of the data. 
Comparison of Means
Next, we carried out the t-Student test and the Mann-Whitney test to analyze if the perceived quality assessment, the customers' satisfaction and their loyalty intentions toward the Website differed according to the type of service encounter (Table 6 ). The results show that the mean scores of the e-service quality are significantly greater for the service encounter without incidents. Therefore, the consumers who did not have any problem or doubt during the service encounter have a significantly greater valuation of the Website's service quality than those who had an incident during the service provision. Likewise, the satisfaction levels and the loyalty intentions are significantly higher for those consumers who did not have any problem. 
CONCLUSIONS AND IMPLICATIONS
Theoretical implications
In recent years, many researchers have analyzed the components or dimensions that shape the quality of the services offered through Internet. Furthermore, service quality has become the main way to achieve customer satisfaction and, therefore, their loyalty. In our study, the originality of the contribution lies in analyzing these issues in two contexts: service encounters without incidents versus service encounters with incidents. Next, we show the main conclusions of our work.
Firstly, our study confirms that the e-service quality has a direct effect on satisfaction and that the effect of satisfaction on loyalty intentions is important. Moreover, these relationships are statistically significant when the service encounter takes place with or without incidents. Theoretically, the mediator effect of satisfaction on the service quality  loyalty intentions relationship is based on the model of Bagozzi (1992) , in which the cognitive assessments (service quality) precede emotions (satisfaction with the service), and on the model of Oliver (1977) , according to which the cognitive assessment of the service generates an affective or emotional response that leads to behavior or behavior intention. The direct effect of the service quality on loyalty intentions is significant, but not very important. This study therefore up holds that satisfaction partially mediates the effect of the service quality on loyalty intentions. However, this study's first relevant contribution is that there are variables which can moderate these relationships. Specifically, the type of service encounter (with or without incidents) increases or diminishes the strength of these effects. In this sense, when errors occur during the electronic service provision, the measures carried out by the organization to solve these problems are an essential part of the assessment of the service quality provided. Moreover, in these cases, if the customers' problems or doubts are satisfactorily settled, the effects of service quality-satisfaction-loyalty intentions become stronger.
Secondly, regardless of the type of service encounter, reliability is the most important dimension in the assessing of a Website's service quality. When the service encounter takes place with incidents, an important component of the quality of the services offered through a Website is the recovery of the electronic service or how the organization resolves the problems or doubts which have arisen in the service provision. This aspect was the second most important in the assessment of the e-service quality, after the reliability dimension. However, the dimensions related with the technical characteristics of the Website were slighter. Specifically, in spite of there being a strong consensus about the fact that privacy is one of the most important in the evaluation of an online service quality and one of those that have the most influence on customer satisfaction, this research shows the slight importance of this dimension. This fact is possibly due to the technological advances of recent years concerning online purchase payment security and there being a growing tendency in the number of customers who are familiar with this type of electronic transactions. A third explanation may be the fact that younger consumers possibly perceive fewer risks in this type of purchases than older consumers (approximately 70% of our sample's purchasers were between 18 and 34 years old).
Thirdly, in our study we have evaluated the perceived service quality levels (through their dimensions), the levels of satisfaction with the Internet shopping and the loyalty intentions toward the Website where the products or services have been bought. The results show that the consumers who have not had an incident during the service encounter perceive a better service quality, and show greater levels of satisfaction and loyalty intentions toward the Website than the consumers who had a problem during the service provision.
Managerial implications
From the management point of view, firstly, an essential aspect for the success of B2C e-business is for the online suppliers to know which aspects determined the quality of the services offered through Internet. During the first years of e-business, organizations paid more attention to the technical characteristics of the Website: design, functionality, privacy, etc. However, although these aspects are important, the customer's evaluation of the product or service delivery and the way in which their problems or doubts have been resolved during the service provision must not be ignored by any organization. In this vein, the results of this research show that the main aim for any online supplier must be to offer a reliable service for their customers to perceive high quality services and be satisfied. Reliability must be understood as the firm's capacity to fulfill their commitments regarding e-service delivery or provision as agreed in the conditions.
Another very important component of the quality of an e-service is how the consumer perceives that their problems or doubts are resolved by the organization. When mistakes take place during the service provision, the online suppliers must make an effort to solve them or offer the consumer some kind of compensation, given that their satisfaction with the Internet shopping will be greater when no incident occurs and this will therefore increase their loyalty toward the Website. However, our study shows that the performance of the dimensions which make up the e-service quality and the satisfaction and loyalty levels is lower when these incidents exist. These results indicate that organizations often ignore aspects which are subsequent to the online shopping.
Limitations and future research lines
Lastly, some limitations of this work must be recognized and certain future research lines proposed. The convenience samples do not allow the generalizing of the results to the rest of the population. Future studies must be carried out to try and validate and generalize the results of this study using a larger sample. And secondly, previous studies have analyzed the effect of e-service quality on the perceived value of online shopping (e.g., Bauer, Falk and Hammerschmidt, 2005; Parasuraman et al., 2005) . It would be interesting to analyze how the perceived value is integrated into the service qualitysatisfaction-loyalty intentions chain.
